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“Diaosi”was born 2012 in a“Baidu Post” named “Liyi Bar”, as a kind of 
network hot words spread widely within the scope of the entire network, formed a 
kind of internet subculture. Under the vairous users actions, “Diaosi” is diffused 
from online to offline, formed an social phenomenon that everyone claims he/she is 
“Diaosi”. In order to understand this phenomenon better, I carried out this research. 
Combining with the theory of semiotics and social class to analyze this 
phenomenon, the study found that although the meaning of the words is signified the 
bottom of society, namely the lower group in Dualism between urban and rural areas. 
However, the middle group is who use the word refers to the practice, using the word 
to abase themselves. 
In this paper, based on the Sina Weibo platform data, I did an qualitative 
research. Using theories of Semiotics, cognitive dissonance, Masloe's hierarchy of 
needs theory, social class and sociology of consumption as well as symbolic 
consumption to research the sentences which Sina Weibo users claim to be “Diaosi”, 
I discovered the following research conclusion. In the use of the word “Diao si”, 
middle group is under the actions of those motivations: novelty motivation, negative 
incentives motivation, social motivation and group identity motivation, which can 
help them to deal with their cognitive dissonance in the consumer society and achieve 
the goal of cognitive balance thereby. 
Through the research conclusion, I suggest that country and society to support 
the development of middle group, merchants on market should build brands image 
which cater to the middle group to distinct them from other class, and propose the 
communication rules of buzz word on communication angle. 
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① 在新浪微博上使用高级搜索功能,以”屌丝“为关键字,选择时间 2013 年 1 月 1 日至 2013 年 12 月 31 日,







































































文的表述是“Movere”。动机（Motivation）于 20 世纪 30 年代正式在心理学著
作中出现。13 初詹姆士、麦孤独受达尔文进化论的影响在 20 世纪时提出了本
能论，之后佛洛伊德又推动了本能论的进一步发展。到 20 世纪六七十年代之后，
认知平衡理论、成就动机论和归隐理论成为了动机问题研究的主流。刘永芳等也
认为，动机研究可以 20 世界 60 年代为界，前期主要“强调本能、冲动、驱力、
体内平衡等生物性的因素在决定人的动机和行为方面的直接作用。”14而后期则







































的用户列表，样本总量为 27342，确定抽样总量为 600 多条，以 2.5%的比例按照
省份进行分层抽样，剔除掉名人明星和公众微博号后， 后获得样本共 669 个。
向微博风云购买了相关的用户信息数据，能够提供数据的样本总数是 622 条，以
这 622 条为基础样本，进行数据分析和相关的研究。 
获取样本后，为了进行词语使用动机的分析，我们着眼于与“屌丝”相关的
文本，在获得 622 个以“屌丝”为标签的用户中，筛选出作为微博中度（1 日
均微博数*原创率 ）以及重度使用用户（日均微博数*原创率 ）的样本共
44 个，剔除掉没有发布与“屌丝”相关内容的用户，获得用户样本共 39 个，摘
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